One of the increasing concept nowadays in ecommerce is social commerce. Social commerce is the buying and selling of goods and services through the use of social networking sites. In addition, social commerce primarily affects the millennials composed mostly of college students. This study was conducted to determine the characteristics of students in terms of age and sex and their relationship to the factors affecting the acceptance of social commerce. The factors were based on the User Acceptance of Technology: Towards Unified View. Facebook was considered as the platform of social commerce in this study. The questionnaire was answered by 100 respondents composed of Bachelor of Science in Information Technology and Bachelor of Science in Business Management. Descriptive statistics was used such as frequency count, percentage and mean to determine the characteristics of the participants and factors affecting social commerce acceptance. Pearson correlation was used to find the relationship between the characteristics and factors affecting social commerce acceptance of students in a State University.
INTRODUCTION
The increase numbers of internet users nowadays created new avenue for e-commerce. E-commerce is the buying and selling of goods and services over the net. One new way of extending e-commerce to the users is the used of social media, most popular is the Facebook. The used of social media platforms provides the most sales in the net. Sales that takes place and established in social media belongs to social network-driven sales.
Social commerce became widespread because the platform that being utilized is just near in fingertips. Most common activities that being done on these are watching videos, viewing contents, research, messaging and e-commerce. It is accessible in the sense that, anytime, anyone could provide and gather data through social media platforms as long as connected in the network. Also, that users do not need to pay for advertisement or create their own website to promote which in other way expensive. The idea is to use portable devices such as mobile phones, tablets and the like. The most common device that being used are the mobile phones. In the Philippines with more than millions of users, this kind of technology is very efficient. Another advantage is location wise, users do not need to travel or spend time. They can advertise, promote, buy and sell even if they are just at home. In terms of payment, most people consider the used of Internet.
Further, as Internet users, students have the most numbers in terms of social media usage. In this era, they are called the Millennials. They are individuals who are born between late 1980 to early 2000. They have the most hours of surfing the Internet and viewing website pages. They have the network of extending their reviews and feedbacks in any issues, specifically in promotions and advertisement.
On the other hand, it is imperative that social commerce and user's acceptance be measured through the unified theory of acceptance and use of technology (UTAUT). It is an acceptance technology model that explains the user's behavior and intentions in information technology. In this case, social commerce acceptance could be determined using the unified view with four key constructs namely performance expectancy, effort expectancy, social influence and facilitating conditions.
The study was conducted to determine the factors affecting social commerce acceptance of the students in a state university in the Philippines using the unified view. Specifically, this study aimed to: (1) identify the characteristics of students in a state university; (2) determine the factors affecting social commerce acceptance; and (3) determine the relationship between the characteristics of students to the factors affecting social commerce acceptance.
RELATED LITERATURE 2.1. Social Commerce
Social commerce is the used of social media to extend ecommerce. The used of online media to buy and sell products and services in the Internet. It encapsulates different technologies and aspects. Further, the principle of social commerce involved return of investment, reputation and reach. The categories to social commerce includes the social network driven sales, peer to peer sales, group buying, peer recommendations, user-curated shopping, participatory commerce and social shopping. Return of investment, reach and reputation is part of its advantage (Anderson, Sims, Price and Brusa, 2011).
Learning from forums, communities, ratings and reviews create a vital importance in social commerce. These aspects could be the focus for more social commerce exposures and techniques to have a larger volume of return of investments (Che, Lu and Wang, 2017). In addition, elements of social commerce are reciprocity, community, social proof, authority, liking, and scarcity.
Millennials on Social Commerce
Millennials are people born in late 1980 to early 2000. They are now the driving force of social commerce. The 35 percent of millennials used the "buy" button on Facebook and 24 percent on other social media platforms. It is Facebook as the most popular of those platforms. Also, that 48 percent of them use smart phones and 21 percent use tablets to purchase online. The most purchased online are products in hair, and beauty and apparel (Barnes and Lescault, 2018). Student in a University revealed that they feel the closeness, and familiarity among the social network friends. They trust social network friends and they enjoy in involving social commerce activities. They are committed to the social network community and they feel the social presence on social network. They have the high level of purchase intention and of course they have already purchased products based on the information and recommendations available on social network (Razi, Tamrin and Hussin, 2017). ) that holds the premise that one must first use a technology before one can achieve desired outcomes, such as improvement in employee productivity and task/job performance in organizations. • Performance expectancy -the degree to which an individual believes that using the system will help him or her to attain gains in job performance
Unified Theory of Acceptance and Use of Technology (UTAUT)
• Effort expectancy -the degree of ease associated with the use of the system • Social influence -the degree to which an individual perceives that important others believe he or she should use the new system • Facilitating conditions -the degree to which an individual believes that an organizational and technical infrastructure exists to support use of the system. 3
METHODOLOGY 3.1 Research Design
The descriptive research design was used in this study to gather the information regarding the factors affecting social commerce acceptance in a state university in the Philippines. The study used survey type questionnaire and adapted the factors from User Acceptance of Technology: Towards Unified View (2013).
Hypothesis
Null hypothesis state that there is no significant difference between the characteristics and the factors affecting social commerce acceptance of students in a State University in the Philippines.
Sources of Data
The primary data was obtained through survey questionnaire adopted from the User Acceptance of Technology: Towards Unified View (2013). The questionnaire was used to determine the demographic profile of the respondents in terms of age and sex and factors affecting social commerce acceptance of students in a State University.
Participants and Sampling Techniques of the Study
The participants of the study were the 100 students from Cavite State University-Trece Martires City Campus, Cavite, Philippines. The students are composed of BS Information Technology and BS Business Management students and quota sampling was used in selecting the participants.
Data to be gathered
The purpose of the study is to determine the characteristics of the students in a State University in the Philippines in terms of age and sex and determine the relationship to the factors affecting social commerce acceptance.
Data Analysis
Descriptive statistics was used such as frequency count, percentage and mean to determine the characteristics of the participants and factors affecting social commerce acceptance. Pearson correlation was used to find the relationship between the characteristics and factors affecting social commerce acceptance of students in a State University.
RESULTS AND DISCUSSION

Characteristics of Participants
The characteristics of the participants are determined through age and sex. Tables 2 and 3 shows the result of the study in terms of sex and age. In terms of sex, Table 3 shows that most of the respondents are female with 53 percent while male respondents with 47 percent.
Characteristics of Participants in terms of age
Characteristics of Participants in terms of sex
Factors Affecting Social Commerce Acceptance
The four key constructs used in the study were performance expectancy, effort expectancy, social influence and facilitation conditions. Table 4 shows the mean score of students in terms of performance expectancy of 3.62 which interpreted as "Agree". The result implies that "Using the system enables me to accomplish task" and "Using the system increases my productivity" has the highest mean of 3.64. However, "I would find the system useful in my task" has the lowest mean of 3.59 but still with verbal interpretation as "Agree". Table 5 shows the mean score of students in terms of effort expectancy of 4.21 with verbal interpretation as "Agree". "Learning to operate the system is easy for me" has the highest mean of 4.32 and "It would be easy for me to become skillful at using the system" has lowest mean but both interpreted as "Agree". Table 6 shows the mean score of students in terms of social influence has a mean of 3.76 with verbal interpretation as "Agree". "In general, the organization has supported the use of the system" has the highest mean of 3.90 and interpreted as "Agree". However, "People who influence my behavior think that I should use the system" and "People who are important to me think that I should use the system" has lowest mean of 3.69 but still "Agree" as construed. Table 7 shows the mean score of students in terms of facilitating condition of 3.76 with verbal interpretation as "Agree". "I have the resources necessary to use the system" has the highest mean of 3.86 and interpreted as "Agree". However, "The system is not compatible with other systems I use" has lowest mean of 3.23 but still interpreted as "Agree". Table 9 shows the relationship between sex and factors affecting social commerce acceptance. Male respondents have low significance and female respondents with moderate significance. Result implies that female respondents has significant relationship to the factors affecting social commerce acceptance of students in a State University.
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4.4.
Relationship between sex and factors affecting social commerce acceptance Table 10 shows the relationship between age and the factors affecting social commerce acceptance of students. Ages 20 and below has low signification correlation. However, 21-30 and 41 above years of age has no correlation to the factors. Result implies that respondents aged 20 and below has significant relationship to the factors.
CONCLUSION
The study determined that there is significant relationship between sex and age to the factors affecting social commerce acceptance of students in a State University in the Philippines. Fifty three percent of the respondents are female, and forty seven percent are male. In terms of age, 20 years and below has seventy four percent of the respondents and aged 21-30 has 23 percent. The used of User Acceptance of Technology: Towards Unified View, determine the factors of the social commerce acceptance of students in a State University. The 5 overall mean of 3.79 shows that the respondents agree in social commerce and Pearson correlation denotes that there is relationship to the factors in terms of in age and sex. In addition, result shows that female respondents have moderate correlation to the factors and aged 20 and below has low correlation. The result of the study could be the basis for future researches related to social commerce and students in a State University.
